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Abstract 
Understanding consumer’s complaint behavior is vitally important as it enables the company to enhance customer satisfaction as 
well as their experience with the particular company. This paper aims to investigate the differences in income and complaint 
behavior among automobile repairs and service consumers in Shah Alam. Data for the study was collected using self-
administered questionnaire among 400 respondents who sent their cars for servicing at eight selected service centers representing 
four top car brands sold in the country in 2011. Only those who had experience a service failure within the past twelve months 
with the respective service center were selected as respondents. They consisted of 60.8 percent female with an average of 28.5 
years old and majority of the respondents had tertiary education level. The result indicates that, there is no significant different in 
consumer complaint behavior in term of respondent’s monthly income. 
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1. Introduction 
Understanding consumer complaint behavior is important in the present competitive business environment as it 
serves as quality improvement tools in enhancing customer satisfaction especially with regards to supply if services. 
Unlike the supply of goods in which the quality of the products can be assessed before a particular sale, a supply of 
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services involves human activities that cannot be subject to such control. In addition, consumers experience a greater 
distasteful with service compare to the products. The area of car servicing and repairing is a good example of 
consumer services since consumer’s mobility depends upon the conditions of their motor vehicle (Elistina and 
Naemah (2011). Complaint or customer dispute should not been viewed as a problem. The era during which 
consumers took everything that was offered by the marketers is now gone. However, studies on consumer complaint 
behavior that have been conducted in Malaysia are relatively few especially studies that related to the motor vehicle 
repair and service. Among the examples are, a study conducted by Aizzat, Osman, Ramayah and Piaralal ( 2004), 
which attempts to discriminate complainers and non-complainers, Ndubisi and Ling (2007) who conducted a study 
on consumer complaint among bank consumers and a study on dissatisfaction attribution and complaining behavior 
of public library users in Federal Territory of Labuan,  just to name a few. 
 
Today’s customer are better educated, more sophisticated, more demanding and willing to pay for services that meet 
or even exceed their expectations. They are unwilling to compromise with the quality (Huang, Huang and Wu, 1996) 
and user various means to voice the opinions that may make or break businesses. The previous study was indicated 
that there was no consistency in findings about the relationship between complaint behavior and income earned by 
the consumers. It becomes critically important for the industry players to understand and customer customize their 
customer needs based on the monthly income in order to serve their customers better. Therefore, this study aims to 
determine the income differences and complaint behavior among automobile repairs and service consumers. 
 
2. Literature Review 
Consumer behavior has long been an important study within the marketing field. CCB began to generate intention 
from researcher in marketing research fields during the 1970’s in the form of conceptual framework that described 
consumer’s response to dissatisfying consumption experience or post purchase behavior. Consumer dissatisfaction 
and consumer complaint behaviors study have grown over the last few decades. However, this especially true for 
industrialized western countries where consumerism activity is an accepted (Kaynak, Kucukemiroglu and Odabasi 
(1992). CCB literature expanded greatly in the 1980’s and many researchers have made an effort to refine and 
extend CCB concepts through empirical testing (Ro, 2007). 
The origin of consumer complaint behavior is dissatisfaction. Michael (2001) defined dissatisfaction among the 
servicing industry as the disconfirmation of service expectation caused by the service failure. In other words, 
consumer dissatisfaction is the result of discrepancy between expected and realized performance (Broadbridge and 
Marshall, 1995). From this dissatisfaction episode, consumers will lodge a complaint to express their feelings. A 
complaint is a consumer’s negative emotional response towards a quality of services offered by service providers 
(Resnik and Harmon, 1983) and it makes up the starting complaint behaviors. Jacoby and Jaccard (1981) defined 
consumer complaint behavior (CCB) as an action taken by an individual who involves communicating something 
negative regarding product or service either to the firm manufacturing, marketing or to some third party 
organizations. This definition clearly shows that, consumer is just not complaining to seller or manufacturer, but 
they also may lodge their complaint to a consumer council. These actions are known as public action. There are 
several theories used by the past researchers in explaining consumer complaint behavior such as equity theory, 
personality traits, disconfirmation and attribution theory and voice, exit and loyalty theory. In this study, the 
researchers adapted the disconfirmation and attribution theory and voice, exit and loyalty theory, since they are 
among of the most prominent theories used by the previous researches. Two influencing conceptual framework that 
is often discusses as theoretical foundation are Hirshman’s (1970) exit, voice and loyalty and Day and Landon 
(1977) complaint behavior taxonomy.  
Over the years, many studies have been conducted to identify the determinant factors of CCB. Previous research 
found that CCB is a complex phenomenon influenced by multiplicity of factors in the choice of a particular 
complaining action (Bearden and Mason, 1984). These include consumer’s demographic (Crosier, Tony, Sandra and 
Erdogan, 1999; Crosier and Erdogan, 2001; Lau and Ng, 2001), attitudes towards complaining (Phau and Sari, 
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2004), personality (Richins, 1983; Bodey and Grace, 2006) and knowledge (Day, 1984; Tipper, 1997). By 
understanding the factors that affecting consumer complaint behavior, it will make easier for marketers to boost 
customer satisfaction, hence their loyalty towards the organization. However, this research aims to determine the 
difference in consumer complaint behavior among consumers in the motor vehicle repair service industry in term of 
respondent’s monthly income. 
Income would be one of the influential factors that contribute to consumer complaint behavior. It appears to affect 
buying behavior in terms of amount, types and prices of the product (William, 2002). Furthermore it is common to 
see that consumers with higher income will purchase more goods and more expensive goods. Hence, they have more 
possibilities to complaint with regards to the products and service (Liefeld, Edgecombe and Wolfe, 1975). It is also 
expected that, individuals with higher income would have greater personal resources, which \enable them to express 
dissatisfaction more readily (Tronvoll, 2007).  In addition, lower income group had been identified as having most 
problems in unfair deals and deceptions in the market compared to the other consumer group (Nurzatul Hakimah, 
Sharifah, Azizah and Benjamin, 2010). 
3. Methodology 
This study is a cross sectional study, using a survey method. The population of the study comprised of the 
consumers from Honda, Perodua, Proton and Toyota who sent their car for repair and service at the service centers 
in Shah Alam. These four companies were chosen because these companies were ranked as top four highest in sales 
of the vehicle as reported in Vehicles Summary Report 2010 by Malaysia Automotive Association (MAA). Shah 
Alam was chosen as the research location because prior study indicates that people who live in urban areas appears 
to affect positively on their complaint behavior (Granhoug, 1977) and most of the main car manufacturers operated 
in Shah Alam. This research made a target of 400 respondents (100 respondents from each company). According to 
Krejcie and Morgan (1970), in a situation where the population size is unknown, the sample size of 384 should be 
adequate. Therefore, the sample size of 400 could be considered sufficient. Consumers were given a screening 
question and they were asked to recall one of their own recent dissatisfying episodes within twelve months with a 
particular service center. Only those who have experienced unfavorable service and willing to participate were 
involved in this study Purposive sampling method was employed in this study. A Purposive sampling also 
commonly called judgmental sample, is one that is selected based on the knowledge of a population and the purpose 
of the study (Neuman, 2003).  
4.  Results and Discussions 
In this study, there were 60.8 percent (243) female and 39.3 percent (157) were male. In term of age, 39.3 percent of 
respondents were below age 26 years old and mean age was 28.45. With respect to the level of education, most of 
the respondents (55.0 percent) hold a bachelor degree. A possible reason for the finding is that, better educated 
consumers may be more knowledgeable about their rights as a consumer and the method of addressing their 
complaint when they dissatisfied with the service offered by the service providers. In addition, most of respondent 
(38.8 percent) had monthly income of RM2001 to RM3000, followed by those who have monthly income of 
RM4001 to RM5000. It shows that, respondents were among middle-income earners and the majority (53.3 percent) 
of the respondents were from private sector. In addition, most of the respondents were Malays due to high Malay 
population living in Shah Alam.  
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Table 4.1: Respondent’s Demographic Profile 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 4.2 presents the details of the analysis for respondent’s personal income and complaint behavior. The 
researchers have divided this demographic characteristic into two categories labeled as low income group and high 
income group seems there are too many categories in income level. The researchers have looked at the \frequencies 
of the respondent’s’ personal income in order to split into two categories by referring to the income level produced 
by the Malaysia Economic Planning Unit (EPU) and Department of Statistics of Malaysia. According to these two 
agencies, people with income below RM3000 are classified as low income earners and people who earn RM6000 
and above are classified as high income group.  Based on the table 4.2, it indicates that, there is no significance 
difference in the mean scores for low income group (M=32.43 SD=3.61) and high income group (M=33.08 
SD=3.26); t(398)=1.90, p=0.58. The magnitude of the difference in the means was very small, 0.008. These results 
suggest that personal income does not have an effect on complaint behavior among motor vehicles repairs and 
service in Shah Alam. The findings of this study were contradicted with the previous study conducted by Tronvoll 
(2007), who found that there is a significant difference between income and consumer complaint behavior. 
 
Variables (n) Percent (%) 
Gender 
Male 
Female 
Age (years) 
<26 
26-29 
>30 
Min =22     Max= 57   
 
Education 
LCE/SRP/PMR 
MCE/SPM/SPMV 
Matriculation 
STPM 
Diploma 
Bachelor Degree 
Master’s Degree 
PhD 
Ethnicity 
Malay 
Chinese 
Indian 
Others 
Personal Income 
<RM1000 
RM1001 – RM2000 
RM2001 – RM3000 
RM3001 – RM4000 
RM4001 – RM5000 
RM5001 – RM6000 
RM6001 – RM7000 
>RM7000 
Occupation Sector 
Government 
Private 
Self Employed 
Unemployed 
 
157 
243 
 
157 
155 
88 
Std.Dev=4.88 
 
 
1 
18 
4 
3 
58 
220 
94 
2 
 
337 
49 
13 
1 
 
28 
48 
155 
95 
61 
8 
1 
4 
 
141 
214 
13 
32 
 
39.3 
60.8 
 
39.3 
38.8 
22.0 
Mean=28.45 
 
 
0.3 
4.5 
1.0 
0.8 
14.5 
55.0 
23.5 
0.5 
 
84.3 
12.3 
3.3 
0.3 
 
7.0 
12.0 
38.8 
23.8 
15.3 
2.0 
0.3 
1.0 
 
35.3 
53.5 
3.3 
8.0 
25 Azmi Mat et al. /  Procedia Economics and Finance  37 ( 2016 )  21 – 26 
 
Table 4.2: T-test for Personal Income and Consumer Complaint Behavior 
Personal Income 
t-test for equality of means 
         Mean                 Standard deviation                    t                       p-value (2-tailed) 
Low Income                             32.43                          3.691                                 398                                0.58 
High Income                            33.08                           3.26 
5. Conclusions and Implications 
This study demonstrated that, consumer complaint behavior was not different from their counterparts in United 
States, other Western countries as well as other Asian countries and South East Asian Countries in respect with the 
education background, age and gender. The finding is consistent with those prior research (for instance, Moyer 
1985; Phau and Sari, 2004). This research finding was significant with the previous studies. However, the findings 
clearly indicate that complaint behavior does not differ by income level of the respondents. Therefore the hypothesis 
shall be rejected.  
6.   Limitations 
There are two major limitations worth noting in this study, which are relating to the sample size and the industry 
involved. Since this study is confined to consumer who sent their car for service in Shah Alam area, generalizibility 
of the findings may be rather limited. Therefore future research may need to focus on consumers in other states, 
regions in order to gain more comprehensive perspective and stronger representativeness of the study in the local 
context. Future research also may extends the dissatisfaction and consumer complaint behavior study in other 
service industries such as hospitality, retail or public transportation industry as no such research has been conducted 
in those industries in Malaysia.  
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